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The purpose of this paper was to investigate the effective criteria in the path of purchase in 
order to improve the brand mix. In this research path was used in two concepts including purchase 
intentions and customer loyalty, in the Drinks industry by using AHP-TOPSIS approaches. When a 
company enters into the business field with a new brand, the brand will be enhanced from logotype 
to the registered trade mark and then to the brand. In fact, brand explains the behavior of products or 
services during time. Today, brands have become an asset for companies. If a company wants to be 
success and competes in the market, it should pay special attention to its brand. On the other hand, 
in today’s competitive world, customers are positioned in main focus of companies and their 
satisfaction is major factor to achieve competitive advantages for organizations. Meeting customers’ 
needs completely as well as identifying their requests, expectations, trends, abilities and limitations 
to purchase products are necessary to satisfy them. By achieving such data, we can determine factors 
affecting consumers’ behaviors and use them to make decision on companies’ marketing. The 
purpose of this research was to examine factors affecting purchase trend and loyalty of customer 
with brand by using TOPSIS and AHP approaches. The research method was descriptive-survey. Its 
primary indices were achieved by conducting studies on the research history as well as library 
studies and articles on marketing and brand. Then, a researcher made questionnaires were 
distributed among 120 managers and experts. The SPSS software was used in demographic sector; 
meanwhile, AHP and TOPSIS methods were used to identify and rank. The research results showed 
that brand identity is the highest priority for purchase trend and loyalty of customers in drinking 
industry (Huffenburg Co).  
Keywords: purchase intentions, brand identity, brand image, brand integrity, customer 
loyalty, AHP-TOPSIS methods 
Introduction 
In today’s dynamic world of business, brand plays a determinant role in destiny of goods and 
services. The strong brand is a valuable position that a product, service or company creates on minds 
of consumers. Today, companies are not interested in satisfying their customers, but they believe 
that their survival depends on determining the effective factors to keep and loyal them because 
companies have less competition on price and they look at ways to sustain their products’ value on 
minds of consumers in today’s intelligence market. It will be possible by using strong brands and 
correct management consistent with environmental conditions (Hajibabaei, 2012). 
Not long ago, it was believed that brand is meaningful on the consumed goods only, but its 
valuable position has been clearly identified on market of industrial-commercial goods and services. 
Many active companies in this field could achieve a strong place at national and international 
commerce under protection of a valid brand (Roosta, 2011). One of the features of strong brand is to 
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help customers avoid confusion on decision-making and selecting products, in conditions with high 
diversity of products, especially the considered product is an expensive and problematic one.  
It is necessary to mention that the provided positive image by company’s efforts will not be 
endless and it will be affected by time-passing and emerging new products. Continuing brand life 
requires continuous marketing efforts especially innovation and improving quality (Jalali, 2013).  
Problem statement 
Brand is like as a flag that shakes in front of customers’ eyes. It creates awareness on 
products and services as well as distinct from competitors. The relations’ role is called brand 
management core. Many customers do not like to expend their time and energy for purchasing. 
Therefore, they consider brand as their mental guidance to determine special goods rapidly. 
Therefore, brand can help customers to recognize their considered products if it has more special 
features and less ambiguity. A company brand on a product protects its unique specifications 
legally; otherwise, competitors will imitate form of that brand easily. Brand indicates tangible and 
intangible features that a consumer considers for a product (Kapferer, 2008).  
Brand affects consumer clearly. When purchasing, a consumer is affected by various factors. 
The factors include market motivators (e. g. marketing mix) and factors on workplace (e. g. 
economic, technologic, political and cultural factors ruling on the society) (Pike, 2009).  
In addition to the mentioned factors, behavior of a consumer is affected by factors such as 
motivation, mental perception on product, learning and his/her personal ideas. Although many of 
these factors cannot be controlled in influence field of marketers, they are useful to recognize the 
aware behavior of those consumers that marketers want to influence them. Brand image on 
consumers’ mind and their perception will be very important for marketers. If technical and 
functional advantages of a brand do not distinct it from other competitors, its consumers will not 
invest emotionally on that brand. Creating proper mental image is one of the most important duties 
of a brand management. Conducting the important matter requires consumers’ perceptions on that 
brand (Keller, 2003).  
Brand is a distinct symbol such as logo, trade mark or background design to recognize 
products or services of a seller from a group of sellers that separate them from products of other 
competitors. Another definition of brand is as follows: brand consists of a set of distinct features that 
distinct products of a company from other companies. Therefore, branding is considered as a mutual 
advantage in viewpoints of supply and demand (Pike, 2009). However, Brown proposes a wider 
approach about the concept: brand is not more or less than total mental relations that people consider 
about it (Wood, 2000). In fact, many companies believe that packing or other physical dimensions 
of a product will create brand, while real power of a brand is mentality of consumers about that 
brand (Vanauken, 2002).  
Brand image 
Marketing purpose is to create a brand image or glaze it to attract people. Consumers should 
have a clear image on brand features in their mind. The features can include quality, speed, low 
price, high price and diversity. In fact, brand image is total combination about things that consumers 
think they relate to company, product and brand. Brand image has been defined as mind image of 
consumer about the delivered service and it includes symbolic concepts that relates consumer with 
special dimension of a product or service (Rahchamani, 2010). Brand image consists of 
understanding target market from features, advantages and opportunities of using by users, 
manufacturers and even marketers of a product. In other words, the concept refers to thought and 
feelings of people when seeing or hearing about the brand. Brand image indicates heart trust of 
customer on a brand that tends to the past and shows it too. Specifications refer to what customer 
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thinks about the brand. According to their relations with product, specifications are divided into two 
sections: the related specifications with product and the unrelated specifications with product. The 
related specifications with product include qualities that a customer believes that they can affect 
performance of a product or service. The specifications play an important role to choose products or 
services and facilitate process of purchase decision-making. The unrelated specifications with 
product include specifications that have no direct impact on product performance, but they are 
important in purchase decision-making. The specifications include price, consumer perception, 
consumption image, brand personality and image of experiences (Dadvand, 2009).  
According to the research, indices of brand image include brand association, brand 
awareness (Rahimnia, 2009), brand attitude (Ammari & Zendehdel, 2012), brand trust, brand 
satisfaction (Hakimipoor & Bozorgkhoo, 2013), brand mind concept and product specifications.  
Brand identity  
Basically, brand identity is a matter that brand attempts to show it and should have 
permanent and long-term nature. Brand can be considered as an organization under ownership of 
marketer by focusing on company identity. Secret of brand management in brand integration can be 
found in all organizational levels and marketer is responsible to create value (like as company). As a 
result, processes of organizational culture and company’s identity structure are important factors 
affecting brand. Therefore, brand can help customers to recognize their considered products if it has 
more special features and less ambiguity (Tafreshi Motlagh, 2010).  
According to the research, indices of brand identity include marketing integrated relations, 
brand personality, brand visual identity, marketing culture and customer relationship management 
(Bashokooh & Shekastehband, 2015).  
Brand integrity 
Keeping stability, considering standards and implementing integration document of brand 
identity are primary paves in order to enter into branding field. After founding and implementing the 
mentioned matters, companies will be ready to enter into executive phases of branding campaign. 
The integrated branding refers that if a company claims to produce high quality products and 
distribute in real time, it should consider quality in all phases and cases (Tajzadeh Namin, 2010).  
According the research, indices of brand integration include integration tools, inter-
organizational structures, implementing integration processes, enactment of laws and considering 
and implementing standards.  
Customer loyalty 
Customer loyalty leads to many advantages, thus, it is useful for marketing and development 
strategies. Customer loyalty leads to the development of word of mouth advertising about the brand, 
companies and repurchasing and finally, trends to pay higher cost (Gopal Das, 2014).  
The primary approaches of customer loyalty are focused on repurchasing or possibility of 
repurchasing a product. However, some researches criticized the matter that repurchasing may be 
result of lack of substitute options for customers. In response to such critics, researchers have 
proposed that customer loyalty is measured by using attitude aspects, in addition to behavioral 
aspects (Hem, 2009).  
Business service organizations have paid special attention to factors affecting customer 
loyalty because of various reasons such as little customers, continuity of using the services, high 
importance of keeping and enhancing long-term relationship between organizations with customers, 
closer and deeper relationships with customers and professional customers.  
Fullerton divides loyalty of commercial customer into two sectors:  
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а) Behavioral Loyalty: trend of commercial customers to repurchase products and services 
from their providers and their trend to maintain relationships with them; 
b) Attitude Loyalty: mental dependence and attitude defense of customers toward service 
provider; indicators of such a loyalty include positive word of mouth advertising and encouraging 
others to use that product or service.  
Fullerton divides customer loyalty into two levels: 
a) Loyalty to Employees: the relationships between customers with their service providers 
can be stronger than his/her relationships with organization. This loyalty is more dynamic and 
complex than common loyalty models that contain important social and personal dimensions.  
b) Loyalty to Organization: commitment to provide services can be an important motivator 
for loyalty to organization in service industries (Fullerton, 2003).  
Criteria affecting loyalty 
As mentioned, factors affecting customer loyalty and their importance vary from a company 
to another company. In a classification, factors affecting loyalty of bank customers can be classified 
as follows (Karbasivar, 200): 
• Factors of Employees’ Competence: they include all personality, behavioral and 
appearance dimensions of service providers in a bank. The factors include all features of employees 
in service providing sector that may affect customer satisfaction and loyalty (e.g. staff clothing, 
friendship or formal relationship between staff with customers, interesting to response customers, 
etc.); 
• Factors of Services: they mean type of service specifications of a service organization such 
as bank. When a customer refers to a service organization, he will expect to get the provided service 
by the organization that distinct it from others (such as service diversity, providing nonattendance 
services, stability in providing services, conditions to borrow, etc.); 
• Physical-Environmental Factors: they include physical and appearance aspects to provide 
services (such as interior and exterior of branch, bank time-working, establishing branches near 
commercial and administrative places, ATM, etc.) (Davis, 2002). 
Steps to complete customer loyalty 
Boot believes that customer loyalty will be created in a four-step process. The beginning step 
starts with “indifference” that mainly focuses on product. When it is placed in situation of market 
competition, it will “wake up” and focus on technology. To maintain its survival, it is forced to be 
equipped with modern tools and will be enhanced to the “advanced” step that focuses on customer 
satisfaction. Finally, it can introduce itself globally by paving main steps and correct relationships, 
in addition to focus on customer satisfaction (Kazemi, 2009). 
Behavioral, attitude, dependence and composed approaches in customer loyalty 
• In behavioral approach, loyalty behavior of customer customer’s behavior loyalty is the 
considered as a criterion and principal focus to repurchase behavior. In turn, loyalty should be 
considered continuously that comprise from complete loyalty to complete indifference (Pantouvakis 
& Lymperopoulos, 2008). 
• Furnier (1997) and Yao (1997) introduced attitude approach. In this attitude, customer 
loyalty is defined as an attitude. According to this attitude, describing consumer real behavior is not 
sufficient, but clear analysis and description of the concept requires attitudes of structure/consumer 
performance. Some indicators of attitude approach include priority, purchase trend and supplier 
prior (Toyin, 2008).  
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• Dick and Basu (1994) proposed dependence attitude. This attitude brings up the following 
question: what reason(s) cause to return a product? Dick and Basu believe that in loyalty issue, we 
should focus on dependence attitudes instead of abstract and absolute attitudes because assessing a 
product or service may be strongly depended on absolute understanding. However, according to 
dependence attitude, if competitors’ services are assessed in a high level, their impact will be 
insignificant (Dick &Basu, 1994).  
• The fourth approach is a composed one. In the approach, loyalty is measured by using 
customers’ consumption, trend to mark, purchasing frequency, total purchasing and the latest 
purchasing. Using the method will increase correct prediction power on customer loyalty 
(McMullan, 2005).  
Consumer behavior 
Real understanding of consumer behavior is the main factor to success marketing and 
advertising strategies. It is important for both profit and nonprofit organizations. Consumer behavior 
studies all processes relate to select, use and set aside products, services, experiences or ideas by 
people, groups and organizations in order to meet needs and examine the process on customer and 
society. Consumer behavior is a new topic in marketing field. In general, studying consumer 
behavior is a new topic. Although source of the idea is returned to several years ago, the first 
textbooks were written on 1960s. It is necessary to mention that Weblan (1989) has introduced 
“jealous consumption”. In the beginning 1990s, the authors began a topics on how advertisers can 
use psychological principles. In 1950s, the Freud psychological ideas were common among 
researchers and used by advertisers. Despite refreshing the necessity of studying consumer behavior, 
it was not fulfilled until introducing marketing concept on 1950 (Roig, 2009).  
Marketing concept refers to the idea that industry is the founded process based on customer 
satisfaction instead of producing goods. The industry starts with consumer and his/her needs 
therefore, patent, raw materials or sales skills have no role in the matter. According to the viewpoint, 
an organization can continue its survival if it meets consumer’s needs and requests correctly and 
comprehensively. Salmon defines consumer behavior as the follow: the applied physical, emotional 
and mental activities by people when purchasing, using and throwing off products and services to 
meet their needs and requests (Hawke, 2006).  
Process of consumer purchasing trend 
The concept of purchasing trend can refer to the tendency of people to purchase products and 
services. On the other hand, purchasing trend can lead to purchasing behavior finally. Trend to 
purchase a special brand requires evaluating brands of other competitors. It will be increased when 
provides the considered features by consumer. Studies have shown that purchasing trend is affected 
by recognizing values and the best orders on products and services (Gopal Das, 2014). Consumer 
usually follows a four-step process in purchasing a product. The steps include recognizing problem, 
gathering data, assessing options and purchasing and assessing product after purchasing. The four 
steps indicate a common process that consumer passes from recognizing the considered product or 
service to purchase and evaluate it. The process is a guidance to study how to make decision of 
consumers. It is important to mention that consumer should not pass all steps in his/her decision-
making. In fact, consumer can end the process in any moment and even he can decide not to 
purchase.  
Another inferable matter in purchasing process is that the process is begun before purchasing 
and it is continued after purchasing too. Therefore, marketers should consider total process of 
consumer’s purchasing behavior instead of focusing on factors affecting purchasing trend. In the 
following, the steps are described briefly (Mo’atameni, 2010). 
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a) Recognizing problem 
Recognizing problem is the first step in the process of consumer’s decision-making. Problem 
is recognized when the consumer feels significant differences between available situation with 
his/her proper situation or ideals. The consumer considers this situation as a problem and attempts to 
solve it. Recognizing problem is begun when the consumer is affected by internal and external 
motivators. The requests are usually created by using commercial manifests and other advertising 
activities (Makian, 2009).  
b) Gathering data 
After recognizing problem, consumers will gather data on different available options to meet 
their needs. The data can be gathered internally, externally or by both of them. Gathering internal 
data includes process of recalling the stored data in memory. The stored data is resulted from 
individual’s previous experiences on consuming the product. In contrast, when gathering external 
data, people look for available data on external environment. The controlled and uncontrolled 
marketing data sources are two main sources to gather external data. The uncontrolled marketing 
data sources have no relationship with marketers’ advertisement on product. The uncontrolled 
marketing data sources include personal experiences (testing or observing a new product), personal 
sources (family, friends and acquaintances) and general sources such as universities’ libraries and 
consumers’ opinions. On the other hand, the controlled marketing data sources include advertising 
in media (available advertisements in newspapers, magazines, radio and TV), sales progress 
(exhibitions, granting rewards, etc.), sellers, packaging and labels on products. The more danger in 
purchasing products and services, the more search and observe various marks by consumers.  
c) Assessing Options and Purchasing 
After gathering data and achieving options which can be selected as the considered product, 
consumer is ready to make decision. He/she chooses different criteria by using the stored data in 
his/her mind and achieving external sources. Marketing managers follow determining the most 
important features affecting consumer’s selection. There are several factors affecting consumer’s 
evaluation on product jointly. A feature such as price is not enough to describe how to assess the 
consumer. After assessing options, the consumer decides to purchase one or no product. If he/she 
purchases a product, assessing product after purchasing will be the next step.  
d) After-purchasing behavior 
After purchasing product, consumers expect certain results from their shopping. The 
difference between consumer expectations and product performance indicates his/her satisfaction or 
dissatisfaction. If people feel inconsistency between their ideas and behaviors, they will achieve a 
feeling, so-called cognitive inconsistency. Cognitive inconsistency is emerged when people 
understand that the purchased product has some weaknesses in addition to its advantages. In 
addition to looking for data enhancing their positive opinions about the purchased product, 
consumers avoid the inconsistent data with their decision-making (Almani, 2012).  
Main research questions 
• What are factors affecting purchase trend and customer loyalty with brand approach in 
drinking industry? 
• How to classify factors affecting purchase trend and customer loyalty with brand approach 
in drinking industry? 
Methodology 
This research is an applied research objectively. On the other hand, it is descriptive-survey 
research in terms of nature. The descriptive research describes available matters including 
description, record, analysis and changing available conditions. It is also a survey research because 
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the researchers have used questionnaire to determine ideas, thoughts, perceptions and experiences of 
the considered people.  
Statistical population, statistical sample and sampling method 
Statistical population of the research includes experts and top employees of the organization. 
According to the Cochran’s Formula, 120 persons were determined as sample size.  
Tools and methods to collect data 
At first, questionnaire was applied to achieve consumers’ viewpoints and then books, the 
published articles, available documents and Internet were used as resources to find answer of main 
and secondary questions of the research.   
In the section, we will examine demographic basics as follows. The questionnaire includes 
the following demographic variables: 
• Education; 
• Years of service (years); 
• Organizational unit; 
• Gender 
Education 
In the sample (n= 120), there are 2, 26, 60 and 32 persons with diploma, AA, BA and MSc 
and higher degrees respectively.  
Table 1: Descriptive statistics for education 
 Frequency Percent Percent value Cumulative frequency 
Diploma 2 0.5 1.7 1.7 
AA 26 6.8 21.7 23.3 
BA 60 15.6 50.00 73.3 
MSc and higher 32 8.3 26.7 100.00 
Total 120  100  
Years of Service 
In the sample (n= 120), there are two persons with less than one year experience, 12 persons 
with 1-2 years of experience, 20 persons with 2-3 years of experience, 16 persons with 3-4 years of 
experience, 12 persons with 4-5 years of experience, 33 persons with 5-10 years of experience and 
25 persons with more than 10 years of experience.  
Table 2: Descriptive statistics for experience  
 Frequency Percent Percent value Cumulative frequency 
Less than 1  2 0.5 1.7 1.7 
1-2 12 3.1 10.00 11.7 
2-3 20 5.2 16.7 28.3 
3-4 16 4.2 13.3 41.7 
4-5 12 3.1 10.00 51.7 
5-10 33 8.6 27.5 79.2 
More than 10 25 6.5 20.8 100.00 
Total 120  100.00  
 Organizational Unit 
 In the sample (n= 120), there are 74, 31 and 15 experts, top experts and managers 
respectively.  
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Table 3: Descriptive statistics for Organizational Unit 
 Frequency Percent Percent value Cumulative frequency 
Expert 74 19.3 61.7 61.7 
Top expert 31 8.1 25.8 87.5 
Manager 15 3.9 12.5 100.00 
Total 120  100.00  
Gender  
In the sample (n= 120), there are 57 and 63 females and males respectively. 
Table 4: Descriptive frequency for gender 
 Frequency Percent Percent value Cumulative frequency 
Female 57 14.8 47.5 47.5 
Male 63 16.4 52.5 100.00 
Total 120  100.00  
Findings of implementing AHP 
Using qualitative and quantitative criteria simultaneously as well as capability of studying 
incompatibility in judgments, Analytical Hierarchy Process (AHP) can be effective to examine 
topics such as urban and regional planning, optimizing combination of producing products in an 
industrial unit, budgeting public organizations, transport planning, planning to allocate energy 
resources, prioritizing electricity industry, prioritizing research projects of energy and environment 
etc. The method prepares a way to analyze and change difficult and complex problems to a simpler 
hierarchy that a planner can assess choices by using criteria and sub-criteria easily based on its 
framework. The considered priorities were achieved for every group of factors as well as top level 
ones by using the EXPERT CHOICE Software. Tables 5, 6 and 7 show the obtained results.  
Table 5: Ranking factors affecting customer’s purchase and decision with approach of brand 
identity by using AHP  
Rank Factors Relative weight 
1 Marketing integrated relations 0.2988 
2 Brand personality 0.2483 
3 Marketing culture 0.2190 
4 Brand visual identity 0.1317 
5 Customer relationship management (CRM) 0.1022 
Table 6: Ranking factors affecting customer’s purchase and decision with approach of brand 
image using AHP 
Rank Factors Relative weight 
1 Brand association 0.2097 
2 Brand awareness 0.1874 
3 Brand attitude 0.1766 
4 Brand confidence 0.1314 
5 Brand satisfaction 0.1207 
6 Brand mental concept 0.1108 
7 Product specification 0.0634 
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Table 7: Ranking factors affecting customer’s purchase and decision with approach of brand 
integration by using AHP 
Rank Factors Relative weight 
1 Integration tools 0.3041 
2 Inter-organizational structure 0.2201 
3 Implementing integration processes 0.1959 
4 Enactment of laws 0.1608 
5 Considering and implementing standards 0.1119 
Table 8: Ranking factors affecting customer’s purchase and decision with three main factors 
by using AHP 
Rank Factors Relative weight 
1 Brand identity 0.4858 
2 Brand image 0.3507 
3 Brand integration 0.1633 
Findings of TOPSIS 
All MADM methods require the obtained data based on relative importance of each index. 
Norm models usually include two sections: matrix D and vector w that indicates coefficients of 
criteria importance (Adel Azar, 2010). Huang and Yune introduced the method on 2002. The 
method assesses m choices by using n indices and every problem can be considered as a geometric 
system containing n points in a n-dimensional space.  
It is based on the concept that the selected option should have the minimum and maximum 
distance with positive ideal solution (the best possible state A+i) and negative ideal solution (the 
worst possible state A-i) respectively.  
Table 9: Findings of TOPSIS 
 SI+ SI- CI Rank 
Brand attitude 0.0671 0.2166 0.764 1 
Brand confidence 0.1767 0.1589 0.473 2 
Brand satisfaction 0.1521 0.1062 0.411 3 
Marketing culture 0.1497 0.1029 0.407 4 
Integration tools 0.1495 0.1023 0.406 5 
Brand mental concept 0.1656 0.0897 0.351 6 
Product specification 0.1682 0.0869 0.341 7 
Brand personality 0.1651 0.0840 0.337 8 
Considering and implementing standards 0.1724 0.0764 0.0307 9 
Brand visual identity 0.1735 0.0769 0.307 10 
Customer relationship management (CRM) 0.1736 0.0769 0.304 11 
Brand association 0.1803 0.0732 0.289 12 
Brand awareness 0.1786 0.07 0.282 13 
Inter-organizational structure 0.18 0.0686 0.276 14 
Implementing integration processes 0.1851 0.0688 0.271 15 
Enactment of laws 0.1886 0.0677 0.264 16 
Marketing integrated relations 0.1883 0.0688 0.267 17 
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Discussion and Conclusion 
The research findings indicate that analyzing different aspects to create brand identity in 
customer’s mind is very important for companies. Every aspect has a different effect on reactions of 
customers. It shows various scores of different functional aspects of a brand for a company. For 
example, positive perception of consumers on a brand guarantee will lead to the introduction of that 
brand to others. Therefore, if company wants to take the advantage, it should improve guarantee 
function and enhance it to a more proper level by providing the expected and appropriate services 
for customers.  
Limitations of the study 
Like other studies, the present research has various limitations.  
• Some subjects did not believe to such works and cooperation with them was difficult 
relatively;  
• Some subjects worried about releasing their personal data;  
• The data were studied in a limited time period because of time limitation; 
• There were uncontrollable internal (e. g. organizational structure, leadership and 
organizational culture) and external (e. g. political, economic, cultural and social factors) variables 
in the research;  
• All persons in organization were not interviewed because of time limitation; 
• Lack of available and usable scientific resources; there are very little scientific resources 
(at least in Persian language) that are directly related to the studied issue. For this reason, we should 
use resources in other languages that it has other problems such as limitation of using Internet in the 
college, lack of correct translation of the texts to Persian language and their consistency; 
• Lack of conducting similar works on the field; despite efforts, the researcher could not find 
a research that deals with the issue directly; 
• Lack of considering proper budget to conduct and progress the work; every research work 
requires budget in its different steps that student studies will not be expected from the rule because 
of certain requirements.  
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